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Several studies have been conducted on organic wine consumption, but no specific study has yet fully
explored how the set of attributes explored by existing research affects the additional price for organic
wine. To fill this gap, the objective of this paper was to examine whether and to what extent consumers
are inclined to pay for buying organic wine and what are the attributes that significantly influence the
additional price of organic wine compared to conventional one. With this aim, a quantitative study over a
representative sample of wine consumers in Sicily (Italy) was carried out. Results allowed to observe that
consumers attached greater importance to personal motivations such as environmental protection,
distinctness and curiosity as well as to explicit label information such as brand renown and local pro-
duction. In addition, male gender and income are positively correlated to the willingness to pay an
additional price for organic wine. Our results have important implications for the actors involved in the
wine sector as the adoption of marketing practices explicitly related to the label and motivations at-
tributes can lead to value augmentation of organic wine that could increase consumers’ valuation for it.
© 2019 Elsevier Ltd. All rights reserved.1. Introduction
In the last years, organic wines consumption is increasingly
grown, and more and more consumers have evidenced positive
attitudes towards organic and sustainable wine in many consumer
segments. Despite the consumption of organic wine is still limited
(Sch€aufele and Hamm, 2018), consumers’ demand for this product
shows a growing trend with a potential of expansion in the next
years that appears significant both in traditional and non-
traditional producing countries (Remaud et al., 2008; Sch€aufele
et al., 2018).
Many studies analyzed the characters of organic foods con-
sumption and within this streammany scholars investigated which
attributes characterize the consumption of organic wine (e.g.
Fotopoulos et al., 2003; Brugarolas Molla-Bauza et al., 2005).
Moreover, wine consumers show high environmental attitudes
paying high attention both to organic product and organicita), gioacchino.pappalardo@
nici), giovanni.lavia@unict.itproduction process (Rahman et al., 2014). Past studies have been
mainly addressed to analyze attitudes and behavior of consumers
by considering seemingly homogeneous variables linked to the
main following items: environmental and sustainable matters
(Sirieix and Remaud, 2010; Vecchio, 2013; Sellers-Rubio and
Nicolau-Gonzalbez, 2016), credence and motivation attributes
(Chinnici et al., 2002; Aprile et al., 2012), geographical and local
origin (Mann et al., 2012; D'Amico et al., 2014) and sensory char-
acters (Wiedmann et al., 2014).
Earlier studies on organic wine consumption observed the high
importance that consumers assign to price (Fotopoulos et al., 2003).
It was deemed as the most important variable in the quality
recognition of organic wine for Australian wine drinkers (Remaud
et al., 2008). Even most recently, price has represented the most
important variable in the purchase intention of organic wine since
its function is mainly determined by the range and its role differs as
quality of wine varies (Costanigro et al., 2014). Several studies
carried out in different countries show the positive consumers’
willingness to pay a premium price for organic and sustainable
wine (Brugarolas Molla-Bauza et al., 2005; Remaud et al., 2008;
Sch€aufele and Hamm, 2017).
Despite several studies have been conducted on organic wine
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wine evaluation remains an unresolved issue. Specifically, an
interesting issue not yet fully explored relates to understand which
factors determines an “additional price” that consumers are willing
to pay for buying organic wine instead of conventional wine. To fill
this gap, the objective of this paper is to examine whether and to
what extent consumers are willing to pay an additional price for
organic wine and what are the attributes that significantly influ-
ence the additional price of organic wine compared to a conven-
tional one.
The novelty of this paper lies on the fact that this paper in-
troduces for the first time a hypothetical case-study on price-
related determinants based on consumers’ stated purchase in-
tentions for an organic wine. For this purpose, by reviewing the
current scientific literature on the organic wine consumption, we
identified the main variables already investigated in previous
studies pooling the most relevant variables in five groups: “sensory
characteristics”, “label and origin aspects”, “motivations”, “objec-
tive characteristics” and “socio-economic” characteristics of con-
sumers. Afterwards, we related these variables with a set of five
rising additional prices indicating the additional premium that the
consumer would be inclined to pay for organic wine compared to
the price of conventional wine.
The remainder of paper is organized as follows: the first section
briefly reports a literature review of main scientific contributes on
organic wine consumers’ attitudes and behaviors. The second one
reports methodological aspects, describing data collectionmethods
and the econometric ordered logit model. Third part of the paper
presents and discusses main results while the last section con-
cludes and considers main implication for wine operators.
2. Literature review and research goal
Many studies have been addressed to analyze the organic and
sustainable wine consumption. In this section we briefly report the
main contributes on the most important attributes that affect the
consumption of organic wine, looking to the studies on sustainable
wines whereas this is not the main issues faced in this work. In the
seminal paper of Fotopoulos et al. (2003) on organic wine con-
sumption, consumers motivational and cognitive discriminating
differences in organic wine were shown. Subsequent studies have
investigated the effect of attributes related to organic wine taking
into consideration different approaches and thematic issues that
we rearranged in the following five classes.
2.1. Sensory attributes
A relatively large strand of studies addressed the role of sensory
attributes in consumer behavior for conventional wines (Galati
et al., 2018; Di Vita et al., 2019), nevertheless relatively few con-
tributes addressed these topics for organic wines (Mann et al.,
2012; Pagliarini et al., 2013; Wiedmann et al., 2014). By
comparing sensory and hedonic qualities of organic and conven-
tional red wine, Pagliarini et al. (2013) highlighted that both wines
show slight differences in the intensity of sensory descriptors
among consumers. More recently, other authors showed that
‘appearance’ and ‘taste’ are perceived to be better for the organic
wines rather than the conventional ones' (Wiedmann et al., 2014),
whereas other studies observed how ‘taste’ and ‘appearance’ have
been considered as purchase barriers (Sch€aufele and Hamm, 2018).
Despite ‘taste’ is one of the most important key factors in
assessing wine quality both for organic and conventional wines
(Rahman et al., 2014), its role in the organic wine consumer
perception is quite controversial. As a fact, whereas ‘taste’ appre-
ciably influences customer behavioral intentions, Kim and Bonn(2015) and Wiedmann et al. (2014) found that organic-labelled
wines have a significantly better ‘taste’ if compared to the con-
ventional ones, even if not always consumers agreed with this
statement. Indeed, other studies argued the negative taste-
perceptions of consumer towards organic wines (Stolz and
Schmid, 2008). This apparent dichotomy could be traced back to
the low-quality level of organic wines traded during their intro-
duction phase in the market, in the early 90s, so that taste of
organic wine is still suffering an image drawback which is strug-
gling to disappear.
Even latest surveys have highlighted how consumers' knowl-
edge of organic wines is still at the growth stage (Troiano et al.,
2016). Therefore, a strongly positive perception of ‘taste’ for the
organic wine is not completely achieved and demonstrated
(Sch€aufele and Hamm, 2018).
Concerning ‘color’ attribute, it has beenwidely explored inmany
consumer studies on conventional wines (D'Amico et al., 2014; Di
Vita et al., 2015; Caracciolo et al., 2016) but its role has been little
explored in organic wine consumer. In this regard, it has been
observed that ‘color’ is a scarcely relevant attribute in organic wine
consumption (Mann et al., 2012). As regards the role of ‘aroma’ in
consumer choices, we found few studies, whereas it has been
considered as rather unimportant (Fotopoulos et al., 2003) or sig-
nificant only for specific target of organic wine consumers. There-
fore, the role of ‘aroma’ was not fully explained given that this
attribute has been generally taken into consideration jointly with
other sensory characteristics (Fotopoulos et al., 2003).
However, wine consumers do not have an adequate level of
sensory perception expertise (Barber et al., 2009), and they are not
able to identify hedonic and sensory difference between organic
and conventional wines (Pagliarini et al., 2013). For these reasons,
the role of sensory attributes in organic wine consumption is not
well-defined and as such it could be deeply analyzed in future
researches.
2.2. Regional and origin attributes
Regional and local origin has been indicated as an important
proxy in the organic wine consumption (D'Amico et al., 2016). The
role of regional origin has previously discussed by Remaud et al.
(2008) that underlined a significant relation between the region
of origin and organic attributes of wine, but at the same time au-
thors argued that consumer does not always associate the regional
product with the organic process (Remaud et al., 2008). With this
respect, another survey carried out on Swiss wine drinkers,
partially confirms previous findings showing that price and the
country of origin were more important than organic attribute
(Mann et al., 2012). Other authors have analyzed the influence that
geographical indication - such as ‘Protected Designation of Origin’
(PDO) - and organic farming label have on consumer's choice,
showing how PDO certification prevails on the organic claim
(Mtimet and Albisu, 2006; Aprile et al., 2012; Chamorro et al., 2015;
Scozzafava et al., 2018).
The prevalence of Geographical Indications (GIs) over organic
certification has been also observed for organic wines (Delsenicu
et al., 2013) and even consumers who appreciate organic wine
attach greater importance to the local claims (Troiano et al., 2016).
Local organic food is positively perceived by consumers (Sirieix
et al., 2011) that consider local organic product as more environ-
mentally sustainable than non-organic product (Hashem et al.,
2018). Factors affecting consumer behavior towards locally pro-
duced wines have received a quite particular attention by scholars
(D'Amico et al., 2014; Giampietri et al., 2018), but limited are the
studies that analyzed the connection between local and organic
wines. With this regard, the organic wine consumption is detached
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2012).
Concerning ‘brand renown’, its role has beenwidely debated for
conventional wines (Lockshin et al., 2006; Drennan et al., 2015; Dal
Vecchio et al., 2018) but not for organic wines except few studies
that used generic approaches (Fotopoulos et al., 2003). For this
reason, we decided to include the attribute ‘brand renown’ in our
analysis.
2.3. Motivations
According to Nasir and Karakaya (2014), the predictors of
organic food purchase intentions can be grouped in “utilitarian
aspects and hedonic aspects, health orientation and environmental
and socially responsibility”. A relatively modest number of studies
focused on the main motivations of organic wine consumption that
were mainly addressed to environmental concern and beliefs
(Rahman et al., 2014). Concerning the hedonic aspects of organic
wine consumption, that is a pleasure-oriented consumption,
‘distinctiveness’ was a character found for the first time by
Fotopoulos et al. (2003). Further study pointed out the importance
of this attribute even up to recommend it as a marketing tool to
communicate its worth to the consumers (Sirieix and Remaud,
2010).
‘Curiosity’ was for the first time highlighted by a study on
consumption of organic food conducted by Chinnici et al. (2002).
Later, ‘curiosity’ was identified as a driver of organic wine con-
sumption in a study indicating how preferences for organic wines
without sulfites were effectively associated with curiosity (D'Amico
et al., 2016).We decided to test the ‘curiosity’ to verify if there is still
a lack of knowledge about organic wine, given that the organic
wine market has a certain delay if compared to other categories,
such as fruit and vegetables for which consumers show awareness,
objective knowledge and consolidated habits of purchases
(Pellegrini and Farinello, 2009; Pieniak et al., 2010).
Another strand of literature on environmentally friendly wine
was addressed to analyze the sustainable wines, whose production
refers to a production process that is ecologically, economically and
socially viable (Loureiro, 2003; Warner, 2007; Falcone et al., 2015).
In this direction, scholars have been deeply analyzed the consumer
behavior for organic wines, highlighting their high environmental
consciousness (Barber et al., 2009; D'Amico et al., 2016).
2.4. Objective characteristics
In this category, we reassumed main contributes related to
‘sulfites free’, ‘price’ and ‘alcohol content’. A segment of research
dealing with organic wine consumption has been addressed to
investigate the role of any additives, such as sulphites, enzymes,
selected bacteria, selected yeasts and gelatins (Barreiro-Hurle et al.,
2008; Stolz and Schmid, 2008). Only the function of sulfites has
attractedmore attention among the scholars, since it is perceived as
risky additive and as such considered as unhealthy (Costanigro
et al., 2014). With this respect, there are many evidences that
consumers arewilling to pay an additional price for wines sulphites
free, thus confirming the negative perception of this additive
(Costanigro et al., 2014; D'Amico et al., 2016; Amato et al., 2017).
‘Alcohol content’ was the last wine attributes we analyzed since
Fotopoulos et al. (2003) showed a high degree of importance of this
attribute for the organic buyers.
2.5. Socio-economic characteristics
As occurred for many other organic products, past studies
confirmed also for wine the relevance of ‘gender’ in buying organic,by highlighting how female are the most organic wine-sensitive
(Mann et al., 2012). At the same time, women are those less
disposable to spend a large amount of money for the purchase of
organic wine (D'Amico et al., 2016). It implies that women seem to
hold in consideration more the aspects linked to the price than the
organic certification. In this direction, Vecchio (2013) revealed that
female and older consumers have higher propensity for sustainable
wines.
More in detail, another study, carried out on Italian millennial
generation, showed that the label related to social descriptor ob-
tained the highest response among young respondents. The most
sensitive to sustainable wine, among millennial, are consumers
living in metropolitan areas, female and older (27e35 years old)
(Pomarici and Vecchio, 2014). In addition, it seems that low income
negatively influences the purchase of organic wine, while for
higher income class, the price of wine is not a purchase barrier
(Sch€aufele and Hamm, 2018).
The literature review has shown that wine attributes are
important for marketing organizations as they help understand
consumer behavior. However, understanding how attributes affects
consumption of organic wine, themanner inwhich consumers seek
them, and the ways in which consumers might alter their con-
sumption decisions based on organic wine attributes remain rela-
tively unexplored in the literature. Specifically, an interesting issue
not yet fully explored that we analyzed in our study relates to the
concept of additional price. In the wine sector, additional price can
involve a range of components related to the product itself (e.g.,
sensory attributes, origin and objective characteristics, motiva-
tions). Hence, additional price in the organic wine sector could in-
fluence consumers' decision-making with potential implications
for the valuation of wine. The existing literature on organic wine
consumption does not clearly specify attributes related to the
additional price that consumes are willing to pay for organic wine.
Moreover, while a substantial body of research has analyzed factors
affecting the purchase of organic wine, no other known study has
examined the effects of attributes explicitly applied to the addi-
tional price for organic wine. Understanding how the attributes
influence consumers’ evaluation of organic wine could have
important implications for marketing and the competitiveness of
the wine sector in a wine region.
To fill this gap, we conducted a survey to estimate the effects of
the attributes on consumers’ additional price for organic wine.
3. Methodology
Our survey was conducted in themetropolitan area of Catania in
Sicily (Italy). A specific questionnaire was administered by face to
face interviews to a sample of 500 consumers randomly selected.
Catania is a medium size town and it has previously deemed as
representative of Italian metropolitan cities, due to the food pur-
chasing behaviours and attitudes of its population, as reported by
previous studies (D'Amico et al., 2016). Interviews were carried out
in specialized wine shops and were addressed to organic wine
consumers, both regular or occasional drinkers, that consumed
organic wine at least once a month or during the past 30 days.
Respondents were asked to provide a series of qualitative and
quantitative information about their attitudes and purchase
behavior with respect to the organic wines. The survey gathered
information about following topics: a) general characteristics of the
organic products consumption, b) patterns, habits and motivation
of organic wines consumption, c) intrinsic and extrinsic charac-
teristics of organic wine purchase, d) willingness to purchase
organic wine, e) distribution channels of sales, f) socio-
demographic characteristics of the interviewees. At the end of
survey, the questionnaires considered valid for the analysis were
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declared theywere not interested in the topic and therefore refused
to be interviewed. The characters of sample have been reported in
Table 1.
To estimate effects of the attributes on additional price for
organic wine, we developed an ordered logit model. Themodel was
built around the structural model for ordinal outcomes with a
single continuous latent variable (Greene, 2012; D'Amico et al.,
2016). The regression model is specified as:
AP*i ¼X
0
ibþ εi
Where AP* is the latent variable continuous and ranging from
-∞ to þ∞, X 0i is the vector of the explanatory variables, b is a vector
of coefficients and εi is the vector of error terms.
In the model, a set of coefficients (a1 <a2…<aj1) with (J 1)
intercept terms as cut-points in the distribution of the latent vari-
able AP* was also estimated. The cut-points represent the threshold
values for moving from one category of the AP variable to another
one. Consequently, the observed ordered variable AP is tied to the
latent variable AP* as:
APi¼ jifaj1 <AP*i  aj
where j ¼ 1 toJ, a0¼ ∞ and aJ ¼ þ ∞
Thus, in our study we analyzed whether the probability of
paying an “additional price” (AP) for organic wine is influenced by
the attributes of the wine and by the socio-demographic charac-
teristics of the consumer. We estimated an ordered logit model in
which the dependent variable “additional price” (AP) is classified
into five different rising levels indicating the additional payment
that the consumer is willing to pay for organic wine as an additional
percentage compared to the price of conventional wine. The cate-
gories of the dependent variable AP are: “not willing to pay”,
“willing to pay 10% more”, “willing to pay 20% more”, “willing to
pay 30% more”, “willing to pay 50% more”.
The dependent variable AP has been related to 16 independent
variables concerning wine attributes (12 attributes) and socio-
demographic variables of consumer (4 variables). As regard the
wine attributes, the survey investigated whether these affected the
willingness of consumers to pay an “additional price” for organic
wine. Each of respondent was asked to classify them on a 1e7 scale,
whereas 1 is correspond to “not important” and 7 to “very impor-
tant”. The list of explanatory variables is reported in Table 2.
All variables were identified by taking into account the most
important attributes employed in previous studies carried out on
organic or sustainable wines. All variables were rearranged in fiveTable 1
Socio-demographic characteristics of sample.
Gender (%) Profession (%)
Males 57.6 Housewife 7.9
Females 42.4 Manager 3.0
Unemployed 2.0
Age group (%) Clerk 41.2
From 18 to 35 years 20.3 Self-employed 31,5
From 36 to 50 years 41.0 Pensioner 5.5
From 51 to 65 years 33.2 Student 4.2
Over 66 years 5.5 Other 4.7
Education (%) Annual income (%)
Primary 6.7 Up to 15,000 euros 20.1
Secondary 42.9 From 15,000 to 30,000 euros 46.2
Graduate/post graduate 50.4 From 30,000 to 50,000 euros 23.3
Over 50,000 euros 10.4
(Data collected through direct survey).classes: a) Sensory attributes: color, taste, aroma; b) Label and
origin attributes: PDO/PGI designation,1 local origin, brand renown;
c) Motivations: trend/distinctiveness, curiosity, environmental
protection; d) objective characteristics: sulfites free, price, alcohol
content; e) Socio-economic characteristics: age, income, education,
gender.
Many studies have pointed out the strong linkage between
organic food and their healthy characteristics so much so by now
health is a pre-requisite in the consumption of organic products
(Sirieix et al., 2011). For this reason, the variable linked to healthy
concern of organic wine has not been built in the analysis.
In ordered response model both the sign and magnitude of co-
efficients are not directly interpretable (Greene and Hensher, 2010).
As a result, to estimate the change in the probability we need to
compute marginal effects. This allows to estimate how a marginal
change in the value of an explanatory variable changes the outcome
probabilities (Boes and Winkelmann, 2006), with other regressors
held at their mean values.
To test internal consistency of the set of 16 items reported in
Table 2, we performed a Cronbach's Alpha test (Cronbach (1951)
which is one way of measuring the strength of that consistency
(Table 3). Results of the test showed high level of acceptance with a
coefficients values very close to 1 ranging around 0.92.
4. Results
The goal of this paper was to analyze how different attributes
affect additional price for organic wine. Overall, our results show
that consumers are willing to pay an additional price for organic
wine compared to conventional one. The frequencies of the five
categories of the dependent variable are shown in Table 4. Themost
of respondents (73.2%) stated that they are not available to pay an
additional price to buy organic wine. Of the remaining sample, the
highest frequencywas recorded for the category “willing to pay 20%
more” with 13.2%. Only 1% of respondents said they are willing to
pay an additional price of 50% to buy organic wine.
To estimate effects of the attributes on consumers' additional
price for organic wine, we developed an ordered logit model and
Table 5 reports the results of the regression model. The goodness of
fit is acceptable as shown by Pseudo R2 value (0.4145). Concerning
the first group of variables linked to sensory attributes, no positive
relation between ‘color’, ‘taste’, ‘aroma’ and willingness to pay an
additional price was found. In this vein, our results confirm the
findings of previous studies (Pagliarini et al., 2013; Rahman et al.,
2014), that is, the stimuli coming from sensory attributes, for
example ‘color’, ‘taste’ and ‘aroma’ do not have influence on the
consumers' willingness to pay an additional price and subsequent
purchasing behavior.
The result is much more interesting when we analyze Label and
origin attributes. In our study we tested the role of the geographical
indication, that is ‘PDO and PGI designation’, on the additional price
for organic wine. Particularly, geographical indication was not sig-
nificant, showing that the wine quality labels linked to the origin of
wine do not generate any additional price for organic wines. Vice
versa, consistently with findings of other studies, ‘local origin’ was
significant even negatively pointing out that local food is perceived
as better for the environment also for organic wines (Grebitus et al.,
2013; D'Amico et al., 2014). An interesting novelty of our findings
comparedwith previous studies is the result of ‘brand renown’, that
was negatively correlated to the additional price. This outcome
could suggest that the importance that consumers attach to organic1 PDO is Protected Designation of Origin; PGI is Protected Geographical
Indication.
Table 2
Explanatory variables employed in the ordered logit model.
Group Variable Type Reference
Sensory attributes Color Categorical Mann et al. (2012)
Taste Categorical Fotopoulos et al., (2003); Wiedmann et al. (2014)
Aroma Categorical Fotopoulos et al., (2003)
Label and origin attributes PDO/PGI designation (territory) Categorical Krystallis and Chryssohoidis (2005); Aprile et al. (2012)
Local origin Categorical Mann et al. (2012); D'Amico et al. (2014)
Brand renown Categorical Fotopoulos et al. (2003)
Motivations Distinctiveness Categorical Fotopoulos et al., (2003); Sirieix and Remaud (2010)
Curiosity Categorical Chinnici et al. (2002); D'Amico et al. (2016)
Environmental protection Categorical Remaud et al. (2008); Forbes et al. (2009)
Objective characteristics Sulfites free Categorical Costanigro et al., (2014); D'Amico et al. (2016)
Price Categorical Fotopoulos et al., (2003); Remaud et al. (2008);
Alcohol content Categorical Fotopoulos et al. (2003)
Socio-economic characteristics Age Continuous Brugarolas Molla-Bauza, 2005; Pomarici and Vecchio (2014)
Income (yearly) Categorical:
1 ¼<V 15,000
2¼V 15,000e30,000
3¼V 30,000e50,000
4 ¼> 50,000
D'Amico et al. (2014); Sch€aufele and Hamm (2018)
Education Categorical:
0¼None
1¼ Elementary
2¼Medium
3¼Diploma
4¼Degree
Brugarolas Molla-Bauza (2005)
Gender Dummy:
‘o’ is male and ‘1’ is female
Mann et al., (2012); Vecchio (2013)
Table 3
Cronbach's Alpha test results.
Item Obs. Item-test correlation Item-rest correlation Average interitem correlation Alpha
Color 403 0.8663 0.8413 0.4446 0.9231
Taste 403 0.9055 0.8874 0.4403 0.9219
Aroma 403 0.8967 0.8770 0.4413 0.9222
PDO/PGI designation 403 0.8876 0.8663 0.4423 0.9224
Local origin 403 0.9017 0.8828 0.4408 0.9220
Brand renown 403 0.8215 0.7891 0.4494 0.9245
Distinctiveness 403 0.8354 0.8053 0.4479 0.9241
Curiosity 403 0.8266 0.7951 0.4488 0.9243
Environmental protection 403 0.9351 0.9224 0.4372 0.9210
Sulfites free 403 0.9166 0.9005 0.4391 0.9215
Price 403 0.8538 0.8267 0.4459 0.9235
Alcohol content 403 0.7814 0.7429 0.4537 0.9257
Age 403 0.2303 0.1434 0.5129 0.9405
Income 403 0.2699 0.1850 0.5084 0.9394
Education 403 0.1821 0.0946 0.5178 0.9415
Gender 403 0.1463 0.0582 0.5216 0.9424
Test scale 0.4620 0.9322
Table 4
Frequencies of answer categories for the dependent variable Additional Price.
Category Frequency %
Not willing to pay 295 73.2
Willing to pay 10% more 28 6.9
Willing to pay 20%more 53 13.2
Willing to pay 30% more 23 5.7
Willing to pay 50% more 4 1.0
Number of observations: 403
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additional price for organic wine regardless of who produces it.
As for the motivations group, our results show that all the three
variables examined for this group were statistically significant. In
line with previous studies (Sirieix and Remaud, 2010; Nasir and
Karakaya, 2014; Rahman et al., 2014), the positive coefficients ob-
tained from the model indicate that motivational characteristicssuch as ‘distinctiveness’, ‘curiosity’ and ‘environmental protection’
can represent important drivers for promoting the consumption of
wine produced from organic grapes. Particularly, our study con-
firms the findings of previous study (D'Amico et al., 2016) that is
‘curiosity’ is still a driver of organic wine. This result could be due to
the lack of knowledge that persists about organic wine compared to
other foods such as fruit and vegetables for which consumers show
consolidated habits of purchases. This result implies that greater
knowledge of its characteristics is needed to spread the con-
sumption of organic wine among consumers.
The group of objective characteristics also presents statistically
significant variables since ‘price’ and the ‘sulfites free’ in organic
wine significantly affect additional price for organic wine. These
results are in line with earlier research on consumer behavior to-
wards free sulfites wine (Costanigro et al., 2014; D'Amico et al.,
2016). Remarkable compared to the existing literature, is the
result for the ‘price’. The higher the importance that consumers
Table 5
Ordered logit model results.
Group Variable Coefficient p-value
Sensory attributes Color 0.083027 0.55252
Taste 0.0489751 0.72849
Aroma 0.132136 0.40395
Label and origin attributes PDO/PGI designation 0.0415166 0.71515
Local origin 0.255324 0.08343 *
Brand renown 0.798439 <0.00001 ***
Motivations Distinctiveness 0.497592 0.04648 **
Curiosity 1.23174 <0.00001 ***
Environmental protection 0.91246 0.00015 ***
Objective characteristics Sulfites free 0.27515 0.09058 *
Price 0.737977 0.00022 ***
Alcohol content 0.0769306 0.65441
Socio-economic characteristics Age 0.0172401 0.25716
Income 0.397267 0.06732 *
Education 0.454763 0.12637
Gender 1.25455 0.00024 ***
cut1 5.41663 0.02089 **
cut2 6.24979 0.00776 ***
cut3 8.21458 0.00054 ***
cut4 10.6246 0.00001 ***
Pseudo R2 0.4145
Number of observations 403
Note: *, **, and *** denote significance at 10%, 5%, and 1% levels, respectively.
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wine. This result could mean that the ‘price’ is perceived as an in-
dicator of quality that distinguishes organic wine from the con-
ventional one. Moreover, it seems remarkable the role of ‘alcohol
content’ variable that in our study was not statistically significant in
affecting additional price for organic wine. Conversely, ‘alcohol
content’ positively affects the prices of conventional wine (Galati
et al., 2017). This result may suggest that the additional price for
organic wine is not influenced by alcohol content, i.e. consumers
buy organic wine regardless of this attribute. However, this result
requires further verification in future studies.
Finally, ‘income’ and ‘gender’ were found statistically significant
among socio-demographic characteristics. According with past
studies (D'Amico et al., 2016; Sch€aufele and Hamm, 2018), high
incomes are positively correlated with the additional price that
consumers are willing to pay for organic wine while men are
willing to pay a higher price than women.
By observing our results, relevant implications in terms of
marketing of organic wines may arise. First, the attitudes of organic
wine drinkers suggest that patterns of consumption are still not
very mature and well-established. The outcomes linked to moti-
vational aspects indicate that consumption is strongly related to
novelty, such as curiosity, or even it could be considered as pas-
senger or trendy phenomena. Respondents seem to ascribe the
consumption of organic wines as a function to distinguish them-
selves. Therefore, “drink organic” becomes an element of distinc-
tion among regular wine consumers. On the contrary, our results
linked to environmental protection also shows the “green con-
sciousness” of organic wine consumers, confirming what before-
hand found (Barber et al., 2009; D'Amico et al., 2016).
Unlike it occurs for certified wines, such as PDO and PGI wines
that achieve a premium price (Di Vita et al., 2015), our results show
that the additional price is not affected by PDO designation. Rather
than the designation of origin, consumers attach greater impor-
tance to private reputation than collective one, since ‘brand
renown’ plays a relevant role among Label and origin attributes
category. For the first time, also for organic wine, this findingconfirms what already evidenced in previous studies for conven-
tional wines (Caracciolo et al., 2016), whereas price-sensitive con-
sumers (in case of low- and high-priced wines) are positively
influenced by private label. Collective label, such as the geograph-
ical designations, do not acquire specific importance.
Finally, the sensory aspects or even the presence of additional
certification, such as organic or geographical (PDO/PGI) do not
seem to follow the dynamics of other sectors, such as fruit and
vegetables or olive oils, whereas sensory factors and geographical
origin are the most important motives in the organic food choice
among consumers ( _Zakowska-Biemans, 2011; Panzone et al., 2016).
To analyze to what extent attributes along with other socio-
economic characteristics can affect the additional price for
organic wine, we also assessed the marginal effects of above re-
ported ordered logit model. Since our dependent variable in the
ordered regression model consists of five categories, there are five
sets of marginal effects that describe the impact of a change in the
covariates on the predicted probabilities. Technically, if the pre-
dicted probabilities obtained from the regression, reported in the
previous Table 5, are varied across categories of the dependent
variable, the marginal effects can be used to estimate their increase
or decrease. Table 6 shows the results of the marginal effects
analysis.
Looking at the marginal effects, ‘local origin’ affects the addi-
tional price. Particularly, the marginal effects of the highest cate-
gories of the additional prices (20%, 30% and 50%) assume a
negative value, indicating that the greater the importance to ‘local
origin’ the lower the additional price for organic wine. For example,
if the score assigned by consumers to ‘local origin’ increases by one
unit (for example from þ1 to þ2 in the scale submitted to the
participants), the likelihood that additional price increases from
20% to 30% decreases by almost 1% (0.009). Conversely, the mar-
ginal effects of the lowest categories of additional price (not willing
to pay and 10%) take a positive sign, thus indicating a higher like-
lihood that who gives more importance to ‘local origin’ is not
willing to pay an additional price for organic wine. For example, if
the score assigned in the scale by consumers to ‘local origin’
Table 6
Marginal effects for the ordered logit model.
Group Variable Not willing to
pay
Willing to pay 10%
more
Willing to pay 20%
more
Willing to pay 30%
more
Willing to pay 50%
more
Sensory attributes Color 0.0065509 0.0002985 0.0030622 0.0030727 0.0007145
0.552 0.582 0.553 0.551 0.569
Taste 0.0038642 0.0001761 0.0018063 0.0018125 0.0004215
0.728 0.747 0.728 0.729 0.732
Aroma 0.0104256 0.000475 0.0048734 0.0048901 0.0011371
0.399 0.519 0.395 0.413 0.435
Label and origin attributes PDO/PGI designation 0.0032757 0.0001493 0.0015312 0.0015364 0.0003574
0.715 0.741 0.714 0.717 0.721
Local origin 0.0201451 0.0009179 0.0094168 0.0094491 0.0021971
0.079* 0.342 0.089* 0.092* 0.162
Brand renown 0.062997 0.0028704 0.0294479 0.0295487 0.0068708
0.000*** 0.278 0.000*** 0.000*** 0.041**
Motivations Distinctiveness 0.0392601 0.0017889 0.0183521 0.0184149 0.004282
0.041** 0.358 0.052* 0.056* 0.134
Curiosity 0.0971842 0.0044281 0.0454287 0.0455842 0.0105994
0.000*** 0.266 0.000*** 0.000*** 0.033**
Environmental
protection
0.0719933 0.0032803 0.0336532 0.0337684 0.007852
0.000*** 0.283 0.001*** 0.001*** 0.049**
Objective characteristics Sulfites free 0.0217094 0.0009892 0.010148 0.0101828 0.0023678
0.088* 0.365 0.100 0.101 0.175
Price 0.0582265 0.0026531 0.0272179 0.0273111 0.0063506
0.000*** 0.278 0.001*** 0.001*** 0.05**
Alcohol content 0.0060698 0.0002766 0.0028373 0.0028471 0.000662
0.654 0.683 0.653 0.656 0.661
Socio-economic
characteristics
Age 0.0013602 0.000062 0.0006358 0.000638 0.0001484
0.254 0.388 0.254 0.260 0.314
Income 0.0313445 0.0014282 0.0146519 0.0147021 0.0034187
0.066* 0.279 0.081* 0.065* 0.145
Education 0.0358809 0.0016349 0.0167725 0.0168299 0.0039134
0.122 0.339 0.13 0.131 0.202
Gender 0.0989842 0.0045101 0.0462701 0.0464285 0.0107957
0.000*** 0.261 0.000*** 0.001*** 0.056*
Values in italics are p-value.
Number of observations: 403.
Note: *, **, and *** denote significance at 10%, 5%, and 1% levels, respectively.
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that additional price increases from “not willing to pay” to 10% is
almost 0%.
A similar result was shown by ‘brand renown’. Consumers that
give high importance to this attribute are willing to pay a lower
additional price for organic wine than consumers that give high
importance to ‘brand renown’. For example, if the score assigned by
consumers to ‘brand renown’ increases by one unit (for example
from þ1 to þ2), the likelihood that additional price increases from
20% to 30% decreases by almost 0.029 (2,9%).
On the contrary, ‘curiosity’ positively affects the probability to
have high categories of additional price. In other words, consumers
that give high importance to ‘curiosity’ are willing to pay a higher
additional price for buying organic wine. For example, if the score
assigned by consumers to ‘curiosity’ increases by one unit (for
example from þ1 to þ2), the likelihood that additional price in-
creases from 10% to 20% is almost 4.5% (0.045 in Table 6). The same
likelihood was observed if the additional price increases from 20%
to 30%.
The same outcomes obtained from the ‘curiosity’ have been also
observed for ‘environmental protection’, ‘sulfites free’, and ‘price’.
All of these attributes positively affect the probability to have high
categories of additional price. Therefore, consumers that give high
importance to the aforementioned attributes are more willing to
pay an additional price for organic wine than consumers that give
low importance to them.
Looking at the marginal effects of socio-demographic variables,
‘gender’ positively influences the additional price for organic wine,
and females are less likely thanmales to pay it. Themarginal effectsof higher categories (20%, 30% and 50%) assume a negative sign
indicating a lower likelihood that females will spend more than
males. For example, the probability that females will pay 20%, 30%
or 50%more for organic wine is respectively 4.6% and 1% lower than
for males the probability that a female gives a score of 4 or 5 to
“additional price” is respectively 4.6% and 1.0% lower than males.5. Conclusion
A quantitative study was carried out by developing an ordered
logitmodel over a representative sample of respondents, in order to
identify the main consumers’ attitudes towards organic wine. Re-
sults allowed to identify important and diversified outcomes,
sixteen years after the first contribution on organic wine con-
sumption (Fotopoulos et al., 2003).
In line with past studies, our results allowed to observe that
consumers are willing to pay an additional price for organic wine
since they attach greater importance than conventional wine to
personal motivations such as environmental protection, distinct-
ness and curiosity as well as to explicit label information such as
brand renown and local production. In addition, we found that
gender and income have a positive correlationwith the willingness
to pay an additional price for organic wine. Outcomes also revealed
the prominent role of the objective characteristics such as price and
in a lesser extent the absence of sulphites. Conversely, sensory at-
tributes of organic wines do not affect the willingness to pay an
additional price.
Our findings highlighted interesting aspects that are still few
unexplored in the current scientific literature. Specifically, results
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price for organic wine reflecting the relevant role played by label
and objective characteristics attributes of organic wine. Moreover,
for the first time, our study shows that ‘curiosity’ represents an
important driver for promoting the consumption of wine produced
from organic grapes. Even though the findings of the paper are in
line with previous studies, our outcomes allow to enhance the
existing literature on price formation by adding an important piece
in terms of pricing strategies, since any relevant attributes in price
formation mechanisms (Brentari et al., 2011; Levaggi and Brentari,
2014) for organic wines would seem to be slightly different from
conventional ones', whereas price depends also on sensory char-
acteristics. Overall, our findings show that the additional price for
organic wine seems to be due to attributes not pertaining directly
to the organic wine. In fact, intrinsic characteristics of organic wine
such as sensory attributes (i.e. color, taste and aroma) do not affect
the additional price whereas extrinsic characteristics such as label,
motivations and objectives attributes significantly affect the eval-
uation of organic wine.
Our results have important implications for the actors involved
in the wine sector. For example, for wine managers, the adoption of
marketing practices explicitly related to the label and motivations
attributes such as ‘distinctiveness’ or ‘curiosity’ can lead to value
augmentation of organic wine that could increase consumers'
valuation for it. Moreover, for wine producers, knowing which
factors affect consumers' attitudes toward organic wine can lead to
an increase in wine demand that could enhance their business
income.
Since this study has some limitations, due to the limited number
of observations and to the specific regional geographical context,
our findings are reasonably generalizable in theoretical terms.
However, before to extend our results to all Italian consumers,
future research should test the robustness of our findings by
assessing the effect of the attributes that we have examined in this
study in other environmental contexts, e.g., in other wine regions.
Moreover, future studies should also explore more in depth what
attributes are related to the organic wine upon which the addi-
tional price occurs. Knowing which types of attributes can affect
additional price of the organic wine can help managers and mar-
keters enhance not only the economic value of organic wine but
also its hedonic and symbolic values.
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